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REPORT: GROCERY, AUTO TO SEE MORE ACTION
  Retailers operating in two specific verticals may have 
a bright winter in store. According to the new KPMG 
Consumer Pulse Winter 2023 report, based on a survey 
of 1,000 U.S. consumers, 58% anticipate they will spend 
more on groceries in winter 2023 than in winter 2022, while 
54% expect to spend more on automotive purchases year-
over-year.
  Respondents anticipate a 15% increase in grocery spending 
and an 11% increase in automotive spending vs. winter 
2022. No other product category reported more than half 
of respondents expecting to spend more year-over-year. 
Other category responses (percentage of respondents who 
expect to spend more) included: 42% toys; 41% furniture; 
38% hobby supplies; 38% restaurants; 34% electronics/
appliances; 32% office/school supplies; and 32% apparel.
  Other findings include:
•  More than four in 10 (44%) respondents reported an 
average increase in household income of 16%, while 21% 
of reported a decrease of 31%, making income relatively 
flat from 2021 to 2022.
•  Consumers expect to spend less 
online across all categories in winter 
2023 vs. winter 2022.
  “The January monthly retail sales 
report surged well beyond expectations, 
although the year-over-year result was 
perfectly in line with inflation,” said 
KPMG consumer and retail leader Matt Kramer. “Our most 
recent consumer pulse survey showed consumers have 
largely better or equal pay, and are becoming fairly savvy 
at managing their household budget through shopping 
around, finding promotional discounts and deferring large 
purchases.
  “Consumers will spend more in 2023 on essentials, 
particularly grocery, automotive and personal care, and 
also not miss out on events and experiences with select 
discretionary categories like travel and restaurants proving 
to be winners.”

SUPERMARKETS CAPITALIZE ON MEAL KIT CRAZE
  Meal kits have been in demand at supermarket delis since 
the early days of the pandemic, but now recent data from 
Statista indicates that the U.S. market will exceed more 
than $10 billion by 2024, vs. just $6.9 billion in 2021.
  And studies have shown that those 18-34 consider meal 
kits as part of their weekly grocery routine, so the numbers 
aren’t expected to decrease anytime soon.
  “Supermarkets recognize the opportunity meal kits provide, 
as most people are eager to find ways to ease the stress 
in their life, food preparation included,” said Nihal Advani, 
CEO of QualSights, a consumer insights platform. “The 
pandemic kickstarted meal kit popularity when shoppers’ 
ability to dine out was restricted. And now a huge portion of 
the population recognizes the value the kits offer.”

KPMG: U.S. TO INCREASE SPEND IN THESE CATEGORIES
ADVERTISER NEWS
  Accessories retailer Claire’s sells merchandise in more than 
2,200 grocery stores under banners including Albertsons 
and Kroger, and the company plans to add products at an 
additional 230 locations over the next few months. Claire’s 
develops curated product assortments for each store 
ranging from small checkout displays to more expansive 
in-aisle layouts... Walmart has an exclusive deal to sell a 
new line of organic cotton baby clothes from the M + A by 
Monica + Andy brand, created by brother-and-sister team 
Monica Royer and Andy Dunn. The collection, which will 
be available online and in 1,100 Walmart stores, includes 
rompers and dresses made with certified organic cotton... 
Fast-casual chain Sweetgreen will introduce its Sweetpass 
loyalty program nationwide in April after completing tests in 
the Colorado market. The Los Angeles-based chain plans 
to grow by 30 to 35 new units this year, down from the 39 
that opened in 2022, in an effort to put a greater focus on 
profitability, CEO Jonathan Neman said... Amazon has 
continued to invest in opening distribution centers designed to 
move goods to consumers within 24 hours and it’s expected 

to have at least 150 of the sites open in 
the coming years, up from 45 in 2019. The 
sites, which are primarily located near big 
cities and stock the 100,000 most popular 
items sold by the e-commerce giant, help 
it compete with big players like Walmart 
that can fulfill orders from their stores... 

McDonald’s is expanding its test with Krispy Kreme to 
approximately 160 restaurants in Louisville and Lexington, 
Ky. Last October, nine McDonald’s restaurants started selling 
Krispy Kreme doughnuts to test how the menu experiment 
affected their operations… Wawa has started its hiring 
efforts for the summer season, setting a goal of bringing on 
about 1,500 new associates for roles at every Wawa store 
from the Jersey Shore to the beaches of Delaware, Maryland 
and Virginia. With more than 60 convenience stores located 
in those areas, the annual employment effort is focused 
primarily on filling the jobs needed to support seasonal store 
operations. The recruiting campaign launched yesterday 
and will continue through the summer... Michaels is giving 
its customers direct access to a wide new curated third-party 
assortment. The major North American specialty arts & crafts 
retailer is increasing its online product inventory from 250,000 
items to more than 1 million goods via a new third-party digital 
marketplace. The marketplace features more than 750,000 
curated products from selected sellers across categories 
including arts and crafts supplies, candle and soap making, 
leather and woodwork, baking, tools and tech, yarn, stitchery, 
kids, toys, education, journaling, and seasonal products… 
Marco’s Pizza is ramping up its expansion in Virginia. The 
fast-growing, quick-serve pizza chain has signed a multi-unit 
agreement that will bring 10 stores to Northern Virginia, a 
new market for the brand,  during the next three years. The 
first locations are expected to open this year.
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AVAILS
  WABG-TV (ABC and FOX), WXVT-LD (CBS) and WNBD-
LD (NBC), owned by Imagicomm Communications, LLC, 
seeks a GENERAL MANAGER/
DIRECTOR OF SALES to manage 
our unique operation in Greenville/
Greenwood, Miss., where all Big 
4 affiliates (and digital assets) 
are under one umbrella! This 
opportunity is ideal for someone with a successful broadcast 
management background who wants to put their skill set 

to work running a successful television 
operation with autonomy, creativity and 
hard work. Get full job details HERE. 
Then send your resume, cover letter 
and salary requirements to Becky Swan 
at bswan@imagicomm.com. No calls, 
please.
  KMBC-TV/KCWE-TV, Hearst 
Television in Kansas City, is seeking a 
dynamic Sales Manager who is ready 
to take growing stations to the next level. 
We’re looking for a sales leader who 

creates a positive culture for success through leadership, 
clear direction, teaching, motivating and evaluating the 
sales efforts of our team. The candidate will help lead the 
team in exceeding budgets on multiple platforms, and coach 
and mentor a team of motivated sellers. Bachelor’s degree 
preferred, not required. CLICK HERE for more info or to 
apply now.

See your ad here tomorrow! CLICK HERE for details.

FUBO LOSES $153M, ADDS 214K N. AMERICAN SUBS
  FuboTV’s losses from continuing operations stopped 
growing in Q4 as the company added 214,000 subscribers 
in North America
  Fubo’s net loss in Q4 was $152.9 million vs. $112 million 
a year ago. The loss included $56.2 million in red ink from 
discontinued operations, including the company’s foray into 
wagering. Revenue increased 38% to $319.3 million.
  In North America, subscribers increased 214,000 to 1.445 
million, up 29% from 1.222 million a year ago. Revenue rose 
6% to $312.1 million.
  North American ad revenue rose 30% in Q4 to $33.5 million. 
The company said it added about 175 new advertisers, 
sold out its World Cup coverage and had record political 
advertising. 
  The company plans to continue ad growth by launching in 
free ad supported streaming (FAST) channels. Fubo already 
has more than 80 FAST channels on its platform and they 
generated about 5% of the company’s advertising revenue in 
2022, up from 1% in 2021.

NETWORK NEWS
  James Corden is taking one final bow in primetime before 
he leaves The Late Late Show. He’ll be joined by Tom 
Cruise in a special Lion King sketch during The Last Last 
Late Late Show primetime special, which will air ahead of his 
final show. The Last Last Late Late Show will air Thursday, 
April 27 at 10 PM, ahead of the final episode of The Late Late 
Show with James Corden at 12:37 AM.

DATA: GLOBAL SVOD REVENUE TO HIT $124B BY ’28
  Global subscription revenue from SVOD services will reach 
$124 billion by 2028; up from $99 billion at the end of 2022, 
according to new data from Digital TV Research.
  The U.S. will add $5 billion of the $25 billion additional 
revenue through 2028, followed by China with about $1 
billion in revenue growth.
  Notably, Netflix will remain the SVOD revenue No. 1, with 
$32 billion expected by 2028 — more than Disney+, HBO 
Max and Paramount+ combined. However, the Netflix 2028 
total will be comparable with 2022 due to expected subscriber 
declines in North America and Latin 
America and growth in Asia. Disney+ will 
add the most additional SVOD revenue, 
increasing nearly $7 billion through 2028.
  “This growth comes despite most of the 
major platforms scaling back their content 
spend, which makes them less attractive 
to new subscribers,” analyst Simon 
Murray said in a statement. “There is still 
plenty of growth left in the sector — both 
from international expansion and as U.S. 
pay-TV subscribers continue to convert to 
over-the-top video distribution.”

TRACKER: U.S. AD MARKET FALLS AGAIN IN JAN.
  The U.S. advertising marketplace fell for the seventh 
consecutive month in January, declining 5.8% from January 
2022, according to the latest update from the U.S. Ad 
Market Tracker, a collaboration of Standard Media Index 
and MediaPost based on a pool of actual ad spending data 
from the 12 biggest agency groups, including both holding 
companies and major independents.
  The decline reflects an extra tough comparison with January 
2022, which was up 23.1% over January 2021, which was 
the lowest January since SMI began the index. Compared 
with January 2021, January 2023 increased 15%.
  The top 10 ad categories fell 4.1%, outperforming all other 
categories, which fell at more than twice that rate: -8.7%.
  Digital’s share of U.S. ad spending fell to 52% in January.

A RUSH OF HOMES GO UNDER CONTRACT IN JAN.
  A sharp drop in mortgage interest rates brought homebuyers 
out in force in January, but rates have bounced back higher 
again, so the gains may be short-lived, according to CNBC.
  Signed contracts on existing homes jumped 8.1% last month 
vs. December, according to the National Association of 
Realtors. That’s the second straight month of gains. Sales, 
however, were still 24% lower vs. January 2022.
  The so-called “pending sales” are the most current indicator 
of housing demand, as it can take up to two months to 
close on a signed sale. Closed sales in January were lower 
because they were based on contracts signed in November 
and December, when mortgage rates were higher.
  And January’s jump is all about mortgage rates. After hitting 
a high of just over 7.3% in October, which caused sales 
to plummet, the average rate on the popular 30-year fixed 
mortgage dropped back close to 6% in January, according to 
Mortgage News Daily.
  “Buyers responded to better affordability from falling 
mortgage rates in December and January,” said NAR chief 
economist Lawrence Yun.
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Just told my son to “wipe 
that smile off your face,” 
and I swear I heard my 

dad laughing from 3,000 
miles away.
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FCC PUNTS ON TEGNA-STANDARD GENERAL DEAL
  Tegna said it is “currently evaluating its options” as its 
acquisition by Standard General continues to face regulatory 
review.
  As part of its Q4 earnings report, Tegna said yesterday 
its board agreed to extend the “outside date” of its merger 
agreement with Standard General to May 22.
  The company noted that waiting periods under the Hart-
Scott-Rodino antitrust law have expired, but the closing of 
the transaction remains subject to approval by the FCC, which 
instead of approving the deal referred it to an administrative 

judge last week — a move that will at 
least extend the review, if not kill the deal.
•  In Q4, Tegna’s revenue rose 18.4% 
to $917 million. Political revenue of $179 
million was up 9% from 2018, the previous 
off-year election year, but down from the 
2020 presidential year.
  Excluding political, advertising and 
marketing services revenue was down 
$5 million to $1.4 billion because of the 
displacement of regular advertisers due to 
political advertising and macroeconomic 

headwinds. Subscription revenue rose 4%, to $1.5 billion.

ACCOUNT ACTION
  Pharma giant Pfizer is conducting what it’s calling a “full 
agency review” that encompasses media, creative, PR and 
other disciplines. The review is global and will be managed in-
house by CMO Drew Panayiotou, who joined the company 
last year from Alphabet’s Verily. The firm has worked with 
numerous agencies globally, including Assembly and Carat 
for media and VMLY&R and Grey for creative. Pfizer spent 
$1.476 billion on measured media last year, according to 
agency research firm COMvergence.
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Marrying a person isn’t the 
only way to get someone 

to take your name. There’s 
also identity theft.

AT-HOME CONSUMPTION SHOWS STAYING POWER
  In some good news for grocers, a fresh IRI report finds 
that despite double-digit inflation, spending for food at home 
remains strong.
  Breaking it down, IRI data shows 
that at-home food and beverage 
inflation was 13.2% higher in Q4 
2022 vs. Q4 2021. Even in that 
high-price climate, the research 
indicates that center store sales were up 11.1% and perimeter 
sales rose 6.3% in the recently-concluded last quarter of the 
year.
  According to the Impact of Inflation on 
Consumer Behavior report, consumers 
have become comfortable eating at 
home, with high-quality, convenient meals 
and snacks on the rise. Many premium 
products also resonate with consumers, 
like energy drinks.
  That said, while they’re eating consistently 
at home, consumers are adjusting some 
of habits to avoid high grocery bills.
  For example, IRI’s report confirms that 
consumers are increasingly embracing private label brands, 
with store brands increasing their share of 75% of all food and 
beverage categories seeing growth within private label. Minor 
changes are also making a difference among shoppers, like 
taking more frequent quick trips to the store or switching from 
liquid laundry detergent to value-priced powder forms.
  This report also shows that pure growth in the food retail 
channel is lagging growth in dollar store, club store and 
e-commerce channels.

DIGITAL MEDIA GAINS WITH PHARMA BRANDS
  As linear TV viewing continues to drop — an estimated 
6.4% this year, according to Insider Intelligence — pharma 
brands are following suit, albeit at a slower pace than other 
ad categories.
  Standard Media Index (SMI) reports that, for the first time, 
digital media in 2022 accounted for over half (51.7%) of all 
prescription drug ad dollars spent, up from 48.9% a year 
earlier. Over-the-counter (OTC) drugs had crossed the same 
50% digital threshold a year earlier.
  Meanwhile, linear TV buys fell to 43.5% from 46.9% overall, 
says SMI, which captures invoicing data from agencies 
representing about 95% of all national brand ad spend.
  Digital spending rose 8%, to $6 billion of combined pharma/
OTC drug advertising in 2022, while linear TV dropped 
4% to $5 billion, Darrick Li, SMI’s vice president business 
development and strategic partnerships, North America, told 
Marketing Daily.
  Pharma/OTC, however, pulled back from linear TV spending 
at a much lower clip than the entire ad industry’s 9.6% decline.
  In 2022, pharma/OTC was the second highest spending 
category in linear TV, with a 14% share of all spending, behind 
only CPG, with a 16% share, and ahead of  technology, with 
a 12% share.
  Pharma’s pullback in linear TV correlates with a rise in CPM 
rates. While the average broadcast CPM for 25- to 54-year-
olds in 2022 was $37.12, Li noted, pharma/OTC advertisers 
were paying $37.32. And in 2021, pharma’s rate had been 
$34.54.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY


